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Office of 
THE QUEENS COUNTY REPUBLICAN, 
Ten Thousand Readers. 
The ONLY Republican Paper in Long Island City. 


Long Island City, N. Y., Aug. 27, 1892. 
Editor of PRINTERS’ INK: E 

I have just finished the perusal of Postmaster-General 
Wanamaker’s pronunciamento, in which he denies to you the 
privileges of the mail at second-class rates, and your unan- 
swerable reply thereto. 

June 25th of this year I published in my paper the enclosed 
clipping, which then expressed my views of the injustice done 
you, and to-day I am still of the opinion that you will not 
receive justice while Harrison remains in power. 

Let us vote him out, for under such a rule many a pub- 
lisher’s head will be likely to fall into the basket. 

You have my sympathy, and I trust that if a change of 
administration is needed to right the wrong, that change will 
come March 4th, 1893. 


Yours truly, 
EDWARD BELL, 
Editor and Publisher. 





From the “ Queens County Republican,” June 25, 1892. 


For a long time we have watched with interest the controversy which has 
been going on between Printers’ INK and the Post-Office Department, during 
which time it has unjustly been excluded from the mails as second-class matter, 
thus causing Mr. Rowell an expense of $500 weekly for mailing his most valuable 

ublication. We are not certain but that the only way out of the muddle is for 
r. Rowell, who is an earnest Republican, to unite with all of us Republican 
editors and vote the prescnt administration out of power, and look for justice 
under Democraticrule, It would be a bitter dose to administer, but we fon it 
in our power to do it, and if Postmaster Wanamaker is to continue to hold the 
portfolio, and exercise through his subalterns this bigoted and narrow-minded 
censorship of a free press, then the quicker the present rule is ousted the better, 
even if we have to take in its place a Democratic administration, 
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You don’t want to reach the one-sixth of 
the country readers of the United States, 
who live in the New England, Middle 
and Southern States. 


you don’t, 


Then the 1400 local papers constitut- 


ing the ATLANTIC COAST LISTS 
are of no use to you. 


But if you do, 


There is no way of reaching them 
except by the use of these 14Q@O local 
papers. You may address other readers 
through other mediums, but to communi- 
cate with these millions of readers, the 
papers of the ATLANTIC COAST 
LISTS are a necessity. 

If you are a yearly advertiser, the price 
is but quarter of a cent a line a paper an 


insertion. 


If you use electrotypes but one is needed. 
One order also will bring it all about. 

You can see the papers on file at our office. 
We send catalogues when requested. 


ATLANTIC Coast LISTS, 


134 Leonard St., New York. 
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Vol. VII. 


ADVERTISE YOUR BUILDING AS- 
SOCIATION. 


By Fobn Cook. 


(Manager of the Perpetual Building Associa- 
tion at Washington, D. C.) 

No building association can attain 
to its full vigor, prosperity or useful- 
ness without liberal and judicious ad- 
vertising. An association may drag 
along in a languishing, precarious and 
feeble condition for a number of years 
without letting the public know of its 
existence, and ultimately drop out of 
sight for want of proper appreciation 
by its projectors and managers of the 
virtue of publicity. 

Advertising is the life and soul of an 
institution depending upon the active 
support of so large a portion of the 
community as ought to be gathered to- 
gether in a building association. 

Building associations are, par excel- 
lence, the moneyed institutions of the 
masses, being mutual and co-operative 
in the highest degree ; banded together 
for common benefit ; no outside stock- 
holder nor capitalists to run away with 
the major portion of the earnings ; con- 
ducted always at a minimum of ex- 
pense ; affording facilities obtainable 
nowhere else for acquiring homes or 
securing the largest possible legitimate 
profits to those composing the associa- 
tion. 

All these advantages must be con- 
stantly and persistently set forth in 
deftly worded, interesting and in- 
structive advertising in those mediums 
that reach the largest number of 
people. 

In advertising such an institution, 
the first consideration is to be perfectly 
candid with the members and the pub- 
lic. Let them know exactly what you 
are doing, and as the institution grows 
you will find numbers anxious and 
willing to come in and form part of a 
great and prosperous moneyed con- 
cern, The next consideration is to 


be fervid and confidential, and from 
month to month to dilate as fully as 
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your maximum of space will allow on 
some particular feature or advantage 
that the association possesses or its 
members enjoy. Practice economy in 
the management and preach it to the 
multitude. Let them understand that 
you are working for their advantage ; 
amplify on the easy monthly repay- 
ments required from those who have 
borrowed money from the association. 
You will have them in large numbers. 
Set forth the advantages to those hav- 
ing savings to invest, to put their 
money in the association, all secured 
by first mortgages, and emphasize the 
rates of interest paid to those thus 3 
ting in their available means. You 
will thus ensure a large constituency of 
borrowers and also find those who have 
money to lend. We have never had a 
canvasser or agent to drum up unwill- 
ing subscribers by persistent urgency ; 
inducing them to come in this month 
only to drop out the next. We have 
had no local or neighborhood constitu- 
ency in our association. We occupy a 
central position in our city and draw 
from every part of its great area. 

We started by advertising ; we have 
grown by constantly and periodically 
advertising ourselves, keeping the 
whole community in mind of us and 
letting the public know all about our 
business. We have prospered by it, 
having grown from nothing to assets 
of nearly a million in eleven years, and 
still mounting. 

Here is our business for one month, 
and that the midsummer month of July, 
in a Presidential year : 

Receipts from all sources, $80,000 ; 
loans during the month, $60,600; 
money paid back to members on ma- 
tured or surrendered shares, $30,800 ; 
interest paid on those shares, $3,200 ; 
expenses for the whole month, $411. 
All this business acquired, and steadily 
increasing, by judicious advertising ! 
So we say, if you are managing a build- 
ing association, by all means advertise 
it; let everybody know about it and 
you will have your reward, 
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HOW SHALL ADVERTISEMENTS BE MEASURED? 


By G. H. Powell. 


(Advertising Manager 


I believe that every advertisement 
should be measured and charged for 
the actual space occupied by the type 
matter ; except, of course, where white 
space is specially ordered by the adver- 
tiser. Probably go per cent of the pub- 
lications in America charge for actual 
space, the remaining 10 per cent in- 
sisting upon a measure between adver- 
tising rules. 

The question of fairness, as well as 
custom, was forcibly recalled to my 
mind but recently by the statement of 
the business manager of a prominent 
daily newspaper, which was that, “‘ of 
course Mr. Powell has been in the ad- 
vertising business long enough to know 
that it is customary with a// newspa- 

rs to measure between the advertis- 
ing rules of all advertisements ; and 
in order to make matters doubly sure 
inquiries were made of general adver- 
tising agents, who are doing hundreds 
of thousands of dollars’ worth of busi- 
ness, if they ever heard of such a rule 
(measuring for actual space), and their 
experience was exactly the same as 
mine ”—(never heard of it). 

That there is something rotten in 
Denmark was self-evident, and I there- 
upon determined to probe the matter 
to the bottom. Having served twelve 
years’ apprenticeship in the printing, 
publishing and advertising business, I 
knew where to look for pitfalls. I ad- 
dressed a circular letter to every adver- 
tising agent of prominence in the coun- 


Overman Wheel Co.) 


try, and also to leading publishers, as 
follows : 
QUERIES. 

1st. Do you measure and charge your cus. 
tomers’ advertisements for actual space oc- 
cupied by the type matter or for space be- 
tween rules? 

2d. If we should order you toinsert a 4-inch 
electro, would you charge for 56 lines, if agate 
measure, or 57 lines, if that was the space be- 
tween rules? 

3d. If you measure between rules for every- 
thing, do you consider it fair in case of publi. 
cations which only charge for actual space oc- 
cupied by type matter? 

The third query was intended for 
agents only. The replies received are 
of no great value to experts, but to the 
thousand-and-one advertisers scattered 
throughout the world—those of limited 
experience—these answers are a full 
term in rudimentary advertising. It is 
to be regretted that many of the largest 
agents and publishers failed to respond. 

For simplifying matters, I divide the 
answers into two principal groups, 
viz.: those favoring actual space as 
against those declaring for rule to rule 
measurement : 

For Actual Space. 

Our custom at this office is to charge for 
space occupied by type matter and not from 
rule to rule, As evidence of this, take your 
own 24-line advertisement. * * If we meas- 
ured from rule to rule we would be obliged to 
charge 25 lines, which we never do. 


Frank Lesuiz’s WEEKLY, 
by Wm. L, Miller. 


Our rule has been to charge simply for 
space occupied by the advertising matter— 
not from rule to rule. There is no just reason 
in my mind why an advertiser should be 


4 





Japanese < 





LLL 


Hare 





FaAALA FLVIY 








In Bonc 


JAPAN 


519 





aan 


-  —~ 
4 
+--+ 
= 
+--+ 
+ 
-— —T 
}-——4 +4 
-—— —— 
-——t --— 
>———1 e— 
= 
= 
4 
+} — 
LJ 
+4 


FaAL Fh V9IVo5 
U 
~ 
Ss 


u 
~ 
Ss 





—|% ay, New Yo 
+20 























FWY OL FTA 













eec 


ss 








obliged to pay for white space which a pub- 
lisher gives to make his pag og | to better 
advantage. Jupce, by Willet F. Cook. 
Space occupied by type. * * * More 
space is often given than contracted for, so as 
to make the paper look well. 
ILLUSTRATED AMERICAN. 
Would state that the rule of this office is to 
charge for the actual space occupied by the 
type matter of advertisements inserted in our 
publications, unless blank space is specially 
ordered at top or bottom. 
Harper & Bros., by Henry Drisler, Jr. 


Unless white space is ordered at top or bot- 
tom, we only measure and charge for space 
occupied by the advertisement. UCK, 


st, For space occupied by type, unless ex- 
tra amount of blank space is ordered, 
2d, For 56 lines only. 
| pm & Tuomas, Agts, Chicago, 


ist. Type measure or electrotype measure, 
ad. We should charge 56 lines. 
Has. H, Futier, Agt., Chicago. 

ist. Actual space occupied. 
2d. 56 lines. 

R, L. Watkins, Agent, Prospect, O. 
We charge only for space ordered. 

Dopp’s Advertising Agency, Boston, 


1st. Space occupied by type. 
ad. 56 lines, 
Frank SEAMAN, Agt., New York. 


rst. We charge only for actual space occu- 

pied by the type. ~ 
ad. 56 lines, agate. 
Daucny & Co., New York. 


ist. Actual space, unless white space is or- 
dered top or bottom, or both. 

ad. s6 lines, This seems like a fool ques- 
tion to me, 

P. S.—These questions suggest the idea that 
you have run up against some crank who 
ought to be sat down on. 

Jno. F. Puituips, Agent, New York. 


ist. Actual space of type. 
ad. ghee, 
3d. We don’t measure between rules, 


T. C. Evans, Agent, Boston. 


1st. Different papers have different rules, 
and it would be hard to answer as you would 
like to have us. 
2d. We would expect to pay for space the 
cut occupies only. 
PettTinGitt & Co., Agents, Boston. 
As arule I pay for space occupied by type 
only, There are some papers so arbitrarily 
conducted that if it is desired to do business 
with them at all, there is only one way to do 
it * * * regardless of fairness. 
S. R. Nixes, Agent, Boston, 
by R. P, Tillman, 
ist. Actual space occupied by type matter. 
ad. We deeeld chases for 56 Base. We be- 
lieve, however, that charge should be made 
from rule to rule. 
Boston Dairy JournaL. 
1st. Actual type space. 
2d. 56 lines. 
Cuicaco Dairy News, 
by A. H. Siegfried, Eastern Agent. 
1st. Only for space occupied by the type, 
unless white space is ordered at top or bottom, 
ad, 14 agate lines = 1 inch, 
4inches = 4 x 14 lines = 56 lines. 
Gro. P. Rowett ADvERTISING Co, 
We do not measure from rule to rule, nor 
do we measure from the top of the type to the 
bottom of the type, We measure to give fair 
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measurement in every case. If an advertise- 
ment measures i lines from rule to rule we 
would call it 56 lines. Boston HERALp, 


From Rule to Rule. 

1st, Usually between rules, 

ad, 56 lines, Boston Darry Post. 

ist. For space between rules, 

2d. If cut measured just four inches and we 
were not ordered to leave blank space above 
or below, we would charge for 56 Jines. 

PHILADELPHIA Daicy [Tem. 
1st. Space between rules, 

2d. 56 lines, and as many more lines as the 
display would make additional. 

New York Dairy Sun. 
1st. Space between rules, 

2d. We would charge for the space as meas- 
ured between the rules. 

PHILADELPHIA Daly Press. 
rst. Space between rules, 

2d. 56 lines, New York Worvp, 

It is our rule to measure for space taken by 
the advertising rules. Usually an advertiser 
sends his business, as we think you have done, 
with advertisements to take so much space; 
that is, two inches or four inches double col- 
umn, and it has been charged up to you in 
this way. * * * We count so many lines 
toa fall colume and then divideit up between 
the advertisers on their orders, so that the 
space would always be measured between the 
advertising rules. 

Youtn’s Companion, Boston, 
Half and Half “casure. 

1st. From advertising rule above the ad- 
vertisement through body of type. 

2d. 56 lines only. Every electro or adver- 
tisement charged for space ordered, whether 
it runs over or not. 

Boston Dairy GLosE, 
A Retainer, Please. 

When you become direct customers of my 
office I shall be glad to try and answer all the 
questions that you may put to me, and I shall 
be pleased to make you quotations at any 
time and * * 

J. WaLTeR TuHompson, Agent, New York, 
by A. W. D. 


There is enough meat in the above 
to give a fair idea of the opinions and 
methods of American publishers and 
agents. When an experienced news- 
paper man declares that he never heard 
of measuring for actual space, it is 
about time that the gospel was preached 
from the hilltops. 

It is worthy of notice that with the 
single exception of the Philadelphia 
Press, those papers demanding a meas- 
ure between rules admit that they 
would only charge 56 lines agate for a 
four-inch electrotype, providing the ad- 
vertiser was sharp enough to make his 
order read right, backing up the same 
with an electrotype. To all intents and 
purposes it is a game of ‘‘ now you see 
it—now you don’t.” A system founded 
on such a theory is unsound and cor- 
rupt. To charge for blank space in 
one instance and for actual space in an- 
other, is contrary to justice and equity, 
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The Philadelphia Press is consistent, 
at least, but totally wrong in theory, as 
I view it. 

The plea advanced by publishers who 
think rule to rule measure is the proper 
standard can be briefly shown unsound. 
They sa 
column for advertising, irrespective of 
size or number of advertisements. Let 
us see. In large dailies different rates 
are charged for advertisements classed 
as amusement, display, wants, etc. Say 
a column contains 280 lines, and sev- 
enty advertisers each order a four-line 
want advertisement—will the column 
hold them all? Of course not. The 
rules between these four liners would 
amount to at least thirty lines—a dead 
loss to the publisher. No matter 
whether a publisher measures between 
rules, I have yet to hear of an instance 
where a want advertisement of four or 
more lines was charged for more than 
the actual number of lines. 

Another reason why advertisements 
should all be measured for space occu- 
= by type matter, is that some uni- 

orm system is better for all concerned ; 

then there will be little or no oppor- 
tunity for unprincipled middle men or 
agents securing business from ignorant 
advertisers except on their merits. 

The story is old where advertisers 

have secured bids from various agencies 
for a given service, and after awarding 
the business to the lowest price concern, 
found that their electrotypes have had 
enough dashes or surplus space cut out 
to allow the tricky bidder two lines or 
more, which, at the rate charged by the 
Youth's Companion, would be a 
line, gross. The blank space at top 
and bottom, which few papers charge 
for, thus became an accessory before the 
fact—unconsciously, of course—as not 
one advertiser in a thousand ever thinks 
of measuring other than between rules, 
and two agate lines would be made up by 
the top and bottom space mentioned. 

Who will dispute the justice of pay- 
ing for actual space occupied by adver- 
tisements ? 





A WELL-KNOWN publication of na- 
tional circulation, published in Boston, 
finds itself able to command $4.00 per 
agate line for advertising matter chiefly 
by reason of the known-readers-of-ad- 
vertisements class which subscribe for 
or buy the paper. It is this gua/ity of 


their 533,096 subscribers that makes 
their $4-a-line good value to the adver- 
tiser.—Lord & Thomas, 
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they must get so much a jy, 


WITH ENGLISH ADVERTISERS, 
By T. B. Russell. 


Lonpon, August xo, 1892, 


The following picturesque ‘ want” 
has just appeared in the London Daily 
ews. 

ADY requires (end of August) Tw peten 

Persone pe any ‘auth - 


COOK (plain) and HUUSE-PARLOR ID. 
Ladies not objected to.—A.B., etc. 








Ladies ‘‘ not objected to” is dis. 
tinctly good, in the light of recent 
‘*servantgalism.” Servant girls are 
not ‘“‘hired” in England: they are 
engaged to co-operate in domestic 
economy. If any reader of PRINTERS’ 
INK will draw up an advertisement 
which will procure me the services of 
a domestic servant who is good for 
anything, I will give him—well, I'll 
give him the one I’ve got now! Good 
ones are very scarce. 

~ = * > - 

Another ‘‘ want” is for a shop clerk 
—*‘ Wanted, a young man to be partly 
outdoors and partly behind the coun- 
ter.” The trade journai which quotes 
this gem of English composition in- 
quires, with solicitude, as to what will 
happen when the door slams—and no 
wonder. 

¥ * * ” 


The special summer issue of the 
London Chemist and Druggist de- 
serves, if only on account of its dimen- 
sions, a word of mention here. It isa 
quarto book, size about 11 inches by 8 
inches, and contains sixty-six pages 
reading matter, sandwiched between 
seven hundred and twenty-four pages of 
advertisements (including insets and 
the cover, the latter printed in gold 
and colors). The type and blocks used 
for printing the journal alone, not in- 
cluding the insets, weighed five thou- 
sand pounds avoirdupois! ‘‘ Record 
breaking is the order of the day, and 
the characteristic of this summer num- 
ber,” says an editorial, with probably 
well-grounded complacency. 

= * * * 

There are one or two of the adver- 
tisements which call for remark, and 
the whole subject seems to me worthy 
of attention in America as an example 
of technical journalism. The insets 
are many of them beautifully chromo- 
lithographed, and I wish I could give 
the readers of PRINTERS’ INK an idea 
of them. One is a trade catalogue 
issued by May, Roberts & Co., drug- 
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gists’ sundriesmen, and contains 106 
in leatherette cover—probably a 
“record” inset. 
* * * * * 

All attempts to deal with the “‘ cut- 
ting” question from the position of a 
wholesaler have hitherto been unat- 
tended with any particular success 
here. The proprietor of a medicine 
called Moonseed Bitters went in for it 
at great length, and formulated a very 
elaborate scheme by which the price 
was to be kept up to schedule rates; 
but the plan did not save the goods 
from oblivion and the manufacturer 
from bankruptcy. It seems to me ob- 
vious, and I think it will be so to any- 
one who has read any political econ- 
omy, that competition of the kind 
which leads to ‘‘ cutting” can be re- 
stricted only by the action of the 
retailers, in concert, and that it is 
outside the function and the power of 
manufacturers to do for shopkeepers 
what the latter must do for themselves 
if it is to be done at all. Who ever 
makes the attempt fights single-handed 
against the purchasing public, and 
while it may be to the interest of re- 
tailers to combine for this purpose 
themselves, I fail to see how manufac- 
turers are to be benefited by doing for 
them what they (the retailers) lack the 
energy to do for themselves. The 
cheaper goods reach the public the 
better—there will be more sold. It is, 
moreover, not the enterprising and 
progressive retailer who is always call- 
ing out about cutting, I notice. The 
question is much debated in America, 
and therefore no apology is offered for 
quoting the following inset in full. 
The idea of marking an advertisement 
“Private” is very rich. Bovril, it 
may be well to explain, is the name 
used in England asa trade mark for 
Johnson’s Fluid Beef. It is exten- 
sively and very cleverly advertised in 
newspapers and by posters and pamph- 
lets, etc., as I have more than once 
given examples in these columns to 
show. 

(PrivaTe.) 
To Chemists and Druggtsts : 
» Recognizing the fact that our specialties 
are frequently sold on margins which cannot 
be satisfactory to purveyors of drugs, we 
have, with the approval of several leadin 
firms, prepared a distinctive kage of Bovri 
—‘ Bovril for Invalids.’’ The contents are 
in paste form, free from seasoning, and 
— adapted for use in the sick room or 
uring convalescence. 
_ This special pack will be supplied exclu- 
sively to chemists and druggists, and to them 
only on condition that the price is not to be 
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cut under that marked upon the pots, viz.: 
18, 34. and 2s, 

ith the first order chemists and druggists 
will please be good enough to send to their 
wholesale source of supply the enclosed form 
duly signed. 

We feel sure that the trade will a e 
this little innovation, and that our efforts to 
still further increase their interest in our 
goods will be successful. 

Bovrit, Limited, 
30 Farrington street, London, E. C. 

(\. B.—A row of perforations here to 
enable the chemist to tear off the form 


below.) 
I (we) hereby agree with Bovril, Limited, 


not to sell Bovril (labelled ‘ Bovril for In- 
valids’’) under the marked " of 1s, 3d. 
and 2s, This undertaking (we) engage 
honorably to abide by, both in this and any 
subsequent transactions, 

It will be interesting to see whether 
the above scheme proves successful, 
all round. 

WHY SOME ADVERTISEMENTS 
ARE NEVER HEARD FROM, 


By J. F. Place. 


Sometimes important information is 
left out of an advertisement. I notice 
now an illustrated advertisement show- 
ing a self-satisfied Knickerbocker gen- 
tleman of the old school enjoying his 
pipe, and the advertiser praises the 
value of ‘‘ Golden Sceptre,” and urges 
all to try it. Now, what Golden Scep- 
tre is we don’t know. It may be to- 
bacco ; perhaps it is sweet fern leaves, 
or some good brand of old Maccaboy 
snuff. A doubt left in the mind of the 
reader mars an otherwise good adver- 
tisement. 

All advertising prompts inquiry ; 
primarily that is what itis for. Ist— 
impress the reader ; catch his attention 
so he will read it, otherwise it is a dead 
loss; 2d—tell the story briefly, but 
with interest, so as to hold the atten- 
tion ; 3d —anticipate the first natural 
curiosity of the reader, and leave de- 
tails. But to get an answer to the first 
natural or incidental inquiry, if the 
reader is put to the trouble of sitting 
down and writing a letter, ordinarily 
you won't get him. For instance: if 
it is not a staple article found in gene- 
ral stores, the first natural inquiry in 
the mind of the reader is, ‘‘ Where 
can I get this, and what will it cost?” 
To not leave this question unanswered 
but to work it into the story with inter- 
est at the right point is an art. 

I find a good illustration of the first 
and second injunction very cleverly 
carried out in an eight- advertise- 
ment of the Century Dictionary in the 
January Century, but the third precept 





















280 


has been entirely overlooked. The 
beginning of the advertisement with the 
statement that English is becoming the 
world’s language, and the statistics 
following to prove it, impress the 
reader. The details and illustrations 
which follow will, if he is interested, 
hold his attention, although it is rather 
long. But after reading, the reader 
naturally says to himself, ‘‘I would 
like to have one of those dictionaries ; 
I wonder what they cost.” This nat- 
ural inquiry is not anticipated. One 
single line more would have done the 
business, but it is not there. Natur- 
ally, the magnitude of the work has 
‘been so elaborately described, I feel it 
is too expensive; 7,000 pages, 24 
volumes, and ten years of labor, I 
‘** guess” it must be $240 or more, 
and I conclude I cannot afford it. 

The advertisement is cleverly writ- 
ten, and may have done its work ; but 
that was six months ago, and all I now 
remember is that everybody is going to 
speak English, and that the Century 
Dictionary must be a very costly work. 
If this is the impression intended by 
the advertiser, the advertisement is a 
success, 


ose eeeeee 
CHURCH ADVERTISING. 


The conference of the diocese of 
Canterbury, lately assembled at Lam- 
beth Palace under the presidency of 
the Archbishop, spent what is likely to 
prove a fruitful hour in confessing with 
what sad results the Established Church 
had turned away from the facilities and 
influence of the newspaper press, and 
in exhortations to turn over speedily a 
new leaf in that respect. 

Some of the clerical speakers had 
very practical views upon the subject. 
They thought it not enough to take 
pains to keep the press informed of the 
news of the Church, and to cultivate 
the social and professional acquaint- 
ance of editors and reporters, but that 
the Church, like secular institutions, 
must go upon the “‘ live and let live” 
principle, and put its money liberally 
into the advertising columns, in the 
sure confidence of its returning many 
fold, as in other cases of judicious ad- 
vertising. On this point the Church 
Times, the greatest organ of the Es- 
tablishment says : 

The Dissenters * * * largely advertise 
their special occasions of assembly. The 
newspaper in consequence comes to regard 


them as friends both in deed and in word, and 
is glad at all times to cap their paid notices 


with an attractive paragraph. The English 
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local press is by no means venal, but it acts on 
the natural feeling of wishing to repay to 
others what others kindly do for them, 

It is a pleasure to give currency on 
this side of the Atlantic to so graceful 
an expression of a very real relation ex. 
isting between the home newspa 
and the home advertiser ; namely, that 
relation of mutual helpfulness and 
community of interest which the adver. 
tiser is less apt than the publisher to 
remember and appreciate. A _ well- 
conducted provincial newspaper is a 
great help to the prosperity of the town 
or village wherein it is published, and 
materially aids every business interest 
centered in that town or village. It 
cannot be well conducted unless it is 
well supported, and the bulk of its 
efficient support must come from the 
local business establishments. The 
local merchant gets something more in 
return for his advertising expenditure 
than the direct increase of business due 
to his advertisement ; and that ‘‘ some. 
thing more” is a matter that he could 
ill afford to lose, as he would realize 
should he find his locality lagging be- 
hind and his business declining as the 
community declined. 

But to return to our subject of 
church advertising. In America the 
religious denominations do not need 
the sharp and weighty reminder of the 
existence and power of the press that 
has just been administered to the 
clergy of the English Church from 
Lambeth Palace. Our church organ- 
izations have always been democratic 
and popular in their constitution and 
methods. They depend directly upon 
the people, and only upon such of the 
people as freely choose to connect 
themselves with organized religion. 
They do not disdain the services of 
the newspapers, nor altogether neglect 
them ; but do they advertise enough, 
or wisely? Let us see. 

Here is a congregation possessed of 
a house of worship and needing to 
raise, say, $10,000 a year for its sup- 
port. Does it spend five per cent, or 
even three, or as much as two per cent 
of its gross revenue on advertising 
itself? Suppose it did systematically 
spend two or three per cent of its nec- 
essary income in judicious advertising 
—would not the needed $10,000, clear 
of advertising expenses, come in more 
certainly, speedily and easily? Would 
not the income be more likely to ma- 
terially exceed than fall below the de- 
sired figure? Let any experienced ad- 
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question and demonstrate the answer. 
Would not the free advertising upon 
which religious enterprises so largely 
depend be better in amount and char- 
acter if those who make their living by 
the newspaper had cause to feel that 
the churches were their friends in deed 
instead of in word alone? 

As to the manner of religious adver- 
tising, it is too tame. It is easily pos- 
sible, without the shadow of sacrilege 
or profanity, for a church or church 
organization to tell the outside masses 
who know it not, nor seek to know it, 
why they should come and partake of 
the enjoyments and blessings spread 
for all. The Founder of Christianity 
did not hide its light under a bushel. 
His object was to interest the multi- 
tude in Himself and His work and 
words, and He chose the most effectual 
methods of His time to effect His ob- 
ject. It was not pride that led Him 
to accept the triumphal entry into 
Jerusalem on the day now commemor- 
ated by Palm Sunday. So far as the 
motive was of this earth, it was to win 
greater numbers to Him and His mis- 
sion. 

Congregations bestow much money 
and pains on their church edifices, their 
music, their sacramental and pulpit 
services, and their social and charitable 
organizations, and ministers dictate or 
write out newspaper interviews with 
themselves to make the ‘‘ best value” 
out of the opportunity and space ac- 
corded them. Why should they not 
see to it that the advertising columns 
are used as graphically and attractively 
as the news columns? The former 
they can command; the latter they 
cannot. All people are in favor of 
religion as a great moral force, whether 
they care for dogma or not; but the 
great majority are sadly neglectful of 
it. For this neglect let the keepers of 
religion look to their own neglect of 
the advertising columns of the press as 
one great cause—possibly the greatest. 

c, 8.-2. 





anal 
“*Say, Josh, what makes yer mus- 


tache grow so long”’? 
Josh—Oh, I shook some hair tonic on a 


sandwich instead of Worcester sauce.—/udge. 


All Right to the Eye.—‘‘ Alfred, 
dear,’’ said the poet’s wife, ‘* does your poetic 
license allow you to rhyme ‘frozen’ with 
*dozen’?”’ 

** Not usually. But this is for the deaf and 
dumb magazine, see? And as long as it looks 
all right, that is enough.’’—/ndianafolis 
Journal, 
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yertiser in secular affairs answer this 
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A GERMAN VIEW OF AMERICAN 
ADVERTISING. 


By Foel Benton. 


It is pleasant sometimes, and profit- 

able as well, 

To see oursel’s as ithers see us. 

The tourist hitherward from Europe 
very often gives us this chance; but 
he is most frequently an Englishman 
or a Frenchman. Very recently, 
though, a well-known German has 
taken our country in hand, and has 
written of what he saw here in the 
monthly called Mord und Sud. The 
writer is Dr. Paul Lindau, the editor 
of the magazine referred to; and, 
being an editor, he has been especially 
observant of the style in which we ad- 
vertise. 

What impressed him mainly in our 
announcements of things for sale was 
the intensity of the advertising descrip- 
tions. Everything here seems to him 
to be in the superlative. Nothing our 
dealers offer is merely good, or good 
enough : it is all ‘‘ absolutely good.” 
But his comments refer mainly to the 
Northwestern States, and his most 
vivid examples were picked up in 
Seattle. In every new article we put 
upon the market he finds our first plan 
is to obtain for it a very ‘* conspicu- 
ous” or else a most astounding name. 
The name must ‘‘ show at once that it 
would be impossible to surpass the 
article’s good qualities.” 

There are ‘‘standard tooth brushes,’ 
“standard writing machines,’ ‘‘ standard” 
everything. 

This word ‘‘ standard” was first, 
and I think has been longest, applied 
to Webster’s Dictionary, with which 
Dr. Lindau does not seem to connect 
it. But he goes on: 

Another variety is ‘‘elite shoe blacking,” 
“palace insect powder,” etc. Many shops 
have as part of their device the letters 
“I X L,” to be interpreted as “I excel.” 
‘The newspapers publish most frightful wood- 
cuts of butchers, piano tuners, etc., while 
posters which are often the work of skilled 
artists, and are not badly printed in colors, 
assume such dimensions that it is impossible 
in Europe to form any idea of them. Whole 
scenes of sensational dramas are frequently 
represented, with figures of twelve persons or 
more in life size. 

Our habit of putting up posters and 
advertisements everywhere was offen- 
sive to Dr. Lindau. 

They are seen ‘‘ in every conceivable 
and inconceivable place”—on “‘ build- 
ings in course of erection, bridges, 
railings, heaps of building stone tem- 
porarily standing somewhere,” etc. In 


‘ 
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the midst of the Western forests he 
did not escape seeing them. ‘* On the 
road between Vancouver and New 
Westminster the trunks of trees are 
made to announce the excellent quali- 
ties of certain tooth-washes, digestion 
pastilles, etc., while in the new towns 
advertisements are chalked in large 
type on tall, black posts.” ; 

He found that even the dogs were 
utilized somewhere in the West — 
which, as it is certainly exceptional 
even here, may be worth further atten- 
tion. Those he saw were white dogs 
and bore on their backs ‘‘ the address 
in black of a hat manufacturer.” As 
the whole country is vexed with use- 
less curs, perhaps this fashion when it 
is better known may be further adopted 
to make them useful, while an accom- 
panying muzzle makes them harmless. 
(This is cur-sorily, not dog-matically, 
suggested.) 

The Doctor was struck also with the 
carriages he met bearing gigantic pla- 
cards. In some were bands of music ; 
in some a flag-bearer holding up the 
banner on which was printed the ad- 
vertisement in large type. To adver- 
tise some toilet specific which had a 
name containing seven letters, he says 
** seven black fellows in grotesque cos- 
tumes paraded the streets as sandwich 
men, each bearing a single letter of the 
name in large, black type on the front 
of a tall and narrow snow-white hat.” 
Another letter appeared on the back— 
white on the coat’s black ground—and 
the two were so fixed that the toilet 
article could be read in two ways. 
The particular sandwich men, the Doc- 
tor said, stopped a little too often on 
their route, and, later in the day, were 
found reeling away from the proper 
orthography and mixing their letters 
terribly. 

The hint for this style of advertising 
was no doubt taken from the method 
of a certain soap manufacturer who, 
when dudeism was first satirized here, 
employed two good-looking young col- 
ored men to dress as extreme dudes, 
with collars, however, very greatly ex- 
aggerated in the rear—to the size very 
nearly of a dashboard. These mimics 
had to walk over a certain part of New 
York, covering Fifth Avenue, Broad- 
way and Union Square, in part ; and 
in other towns the same animated ad- 
vertisement prevailed. The advertise- 
ment was: ‘‘ Use ’s Soap”; and 





it was to be read on the back of the 
huge collar. 


As no one met these 
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dude sandwichers without looking a 
second time after they passed, every. 
body saw the advertisement. 

The tooth soap ‘* surpassing all su- 
perlatives” amused Dr. Lindau, and 
so did the girls who display their long 
hair to show off a hair wash. But his 
main objection to all these things is 
want of good taste. He says: ‘‘ The 
idea that there could be such a thing 
as bad taste in the matter of advertis. 
ing never crosses the American mind, 
A certain chocolate manufacturer, for 
instance, guaranteed a good income to 
the family of a notorious criminal who 
was under sentence of death because 
he (the criminal), immediately before 
his execution, uttered as his last words 
into the phonograph : ‘ The best choc- 
olate is that of Mr. It has been 
my last solace on earth.’” 


THE REVIEWER. 


That wide-awake class of advertis- 
ing men, the special agents for the big 
dailies, have on more than one occa- 
sion shown themselves to be strong 
believers in good fellowship. The 
latest opportunity for a demonstration 
presented itself in the return from 
Europe of the president of their so- 
ciety, Mr. A. Frank Richardson, in 
company with Mr. J. Ambrose Butler, 
of the Buffalo Mews. The steamer 
Blackbird was accordingly chartered to 
make the trip down the bay, and a 
reception committee formed as follows: 

C. C. Nichols, A. Lincoln Fowle, C. W. 
Lyman, Allan Forman, — Kerr, James Met- 
calf, W. H. Remington, Thomas H. Evans, J. 
} Flynn, Ellis H. Masters, P. T. Barry, C. 

illson, E. T. Perry, N. M. Sheffield, S. S. 
Vreeland, £S Bush, Fred. Driscoll, Jr., R. 
A, Craig, R. V. Somerville, G. M. Brennan, 
Geo. E, Guerrier, T. B. Eiker, P. A. J. Rus- 
sell, E. H. Spear, D. J. Kelley, C. H. George, 
Henry Bright, Frank A. Burrelle, Lyman D. 
Morse, T. L. Brophy, Lester B. Smith, Pres- 
ton Whittaker, John H. Woodbury, Artemas 
Ward, Oscar M. Lipton and A. B. Scott. 

* 











*  * 
The law prohibiting the ‘use of the 
American flag for advertising purposes 
might well be extended to cover a 
similar use of the portrait of the chief 
ruler of the nation. At present this 
city is well papered with a lithograph, 
well executed to be sure, and put out 
by a new theatrical enterprise. It 
shows the President and Vice-Presi- 
dent in a box at the theatre, and below 
is the legend : ‘* ‘ This is a good play.’ 
—President Harrison.” Is this good 
taste? Whether or not it is good ad- 
vertising the future will show. 
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The following heading from a trade 

per advertisement is a little startling, 
but it is not quite all that it appears to 
be at first glance : 


“LOOKS LIKE THE DEUCE.” 
* 











@ : 


It is easy enough with the above to play the 
deuce and at the same time make a point. 


* 
* * 


The following reading notice, which 
is appearing in some country papers, 
seems to be a rather ingenious way of 
getting country readers to refer to and 
carefully examine a particular adver- 
tisement : 

Tue Onty One Ever Printep—Can You 
Finp THE MissinG Worp? 

There is a 3-inch een sm f advertisement in 
this paper, this week, which has no two words 
alike, except one word. The same is true of 
each new one appearing each week from the 
Dr, Harter Medicine Co. ‘I'his house places 
a “Crescent” on everything they make and 
publish. Look for it; send them the word 
and they will return you Book, Beautiful 
Lithographs or Samples Free. 

This is at least an unobjectionable 
way of combining a puzzle with an ad- 
vertisement—a feat which appears to 
have many attractions for some current 
advertisers, 





* 
* * 


Another undertaker has distinguished 
himself in advertising. This time the 
gentleman hails from Memphis, Tenn., 
and the announcement appears on the 
cover of a pamphlet. It contains this 
surprising statement : 





| Rerer You to THose WHomM 
I Have Serven. 


The ‘‘ constant reader” who brings 
the above to my attention is anxious to 
know whether there is any danger of 
‘* those whom I have served” speaking 
disparagingly of his work. 


* 
* * 


Since writing the paragraph about 
Mr. Wingate and his advertisements of 
Twilight Park I have learned that that 
very work led to his engagement by 
another real estate enterprise to write 
up their announcements for a year at a 
salary of $6,000, 











> 
A Hot One.—Proof : 

printer’s chase ? 

Slug—A fter the devil, 


What is a 
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Miscellanies, 


The trouble is that the people who 
are always pestering a newspaper for a good 
send off never go.—A tchison Globe. 

A Western editor writes his edi- 
torials on soda crackers, so that when he is 
compelled to “‘ eat his words” they are easily 
digestcd.—Press and Printer. 


‘Manila is the toughest per 
known, I believe,” said Wickwire, incidently. 

**Say,” queried Mudge, “‘ where can I get 
acopy?’’—/ndianapolis Journai. 


In a private letter to the editors of a 
magazine the editor of the Billville Banner 
describes Chaucer as “‘the most talented 
dialect writer of his age.’’—Atlanta Consti- 
tution. 


Of Different Tastes. —Jokem (gloom- 
ily): I can’t see why I never can write any- 
thing that will please you! 

Editor (cheeriully)—Very likely it’s because 
I ae make a decision that pleases you.— 

UCR. 


A Bright Outlook.—‘‘ How is it 
with you ?”’ asked the editor of the subscriber 
who was dying in arrears, ‘All looks bright 
before me,’’ gasped the subscriber. “I 
thought so,’’ said the editor; “in about ten 
minutes you'll see it blaze!""—A/tlanta Con- 
stitution, 


Real-estate Agent—Yes, sir; this 
land will raise any crop, no matter what it is. 
Fertile land, do you ask? I can prove it. 

Prospector— How? 

Real-estate Agent—See that barrel? 

Prospector— Yes. 

Real-estate Agent—Last night that was a 
keg.— Boston Courier. 

Extravagant.—Physician (to dyin 
editor): My poor friend, I can not concea 
the truth from you any longer. You have 
only half an hour to live. 

Editor Clarion (feebly)—Doctor, will you 
please tell the foreman, when I am gone, to 
place my obituary on the front page, top of 
column, next to pure reading matter? I won- 
der if 1 am extravagant in indulging myself 
in that luxury for once in my life ?—Puck, 


‘*You’ve made a pretty mess of 
this,” said the frenzied managing editor, as he 
thrust a copy of the Morning Fanatic before 
the eyes of his oneutshel proof reader. 
“Look here,” and Mr. Vassar adjusted his 
eyeglasses and read the following: “* The 
Rev. Mr. Goode has just left town to revel in 
the obscenity of his country home.”” ** Who'd 
ever have thought you capable of making that 
awful word out of ‘ obscurity’ ?’’ added the 
editor, as he handed Mr. Vassar a week's 
wages and bade him good-bye.—Brooklyn 
Life. 

The story goes that a man wrote to 
the editor of a horticultural paper asking 
what plants would be suitable additions to 
dried grasses for winter ornaments. The edi- 
tor replied : 

“ Acroclinium roseum, A. album, Gom- 
phrena globosa and G,. globosa camea."” 

When the man read this he fairly boiled 
over with rage, and immediately sent a note 
ordering his paper to be discontinued. He 
averred that an editor who swore in that way, 
just because he was asked a simple question, 
should have no support from him.— Washinge 
ton Hatchet, 





284 
COL. HASBROOK OF “THE ADVER- 
TISER.” 








Col. Charles E, Hasbrook, who came from 
the West to manage the business of the New 
York Commercial and Morning Advertiser, 
ts an important acquisition to the ranks of the 
busy workers on Park row. Although still a 
young man, he is equipped with a ripe ex- 
perience in newspaper work which, combined 
with his great natural talent for business, 
peculiarly fits him for what he is now engaged 
in, 

The successful business manager of a great 
daily isarare man. He is nota creature of 
cultivation. He must, so to speak, be a born 
business manager. His work is of so complex 
a character as to require a mind capable of 
grasping all situations and details with rapid- 
ity and of employing at once a thousand 
helps to attain acommon result, Col. Has- 
brook’s mind is “ built’’ this way. He is a 
successful business manager. There are few 
men in his position who follow the detail 
work of the office as closely as he, His sys- 
tematic methods, energy and untiring indus- 
try are marked. He has the gifts of initia- 
tion, patience, judgment, tact and determina- 
tion to succeed under great discouragements 
and executive ability to direct the energies of 
his co-workers. 

Col. Hasbrook was born at Galesburg, [Il., 
forty-five years ago. He 1s the son of one of 
the leaders of a New York colony that settled 
that town when the century was young. He 
comes of sturdy old Putnam County, New 
York, blood. is family was rooted in the 
soil up there long before the revolution, and 
he has relatives living there at the present 
time. Col. Hasbrook was graduated from 
Lombard University in 1870. He completed 
the law course at the University of Chicago 
in 1871, and began. newspaper work as a re- 
rie on the Chicago /nter-Ocean when 

lijah Halford, President Harrison’s private 
Secretary, was managing editor. e was 
afterwards on the staff of the Chicago 77mes, 
tinder Wilbur F.Story. In 1874 he was called 


to Kansas City by the late Dr. Morrison 
Munford, who placed him in the city editor's 
nsas City 7imes. 


chair of the In 1878 
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Col. Hasbrook became business manager of 
that paper and held the position until he 
came to New York in January last, When 
Crittenden was Governor of Missouri he 
appointed Col. Hasbrook a member of his 
staff, and in 1884 President Cleveland, at the 
solicitation of the entire Missouri delegation, 
bestowed upon him the honor of United 
States Internal Revenue Collector for the 
Sixth District of Missouri, which office he 
held until 1889. 

During the twelve years that Col. Has. 
brook was business manager of the Kansas 
City 7imes the paper mounted from a daily 
circulation of 2,500 to 25,000. Its weekly 
reached at one time 75,000. The business of 
the paper grew with the increase of its circu- 
lation, It has long been recognized as one of 
the best papers in the West. 

The work that Col, Hasbrook did for the 
Kansas City 7imes cannot be more than 
referred to in the limits of thissketch. But 
those who are familiar with the history of 
that paper during the formative period of 
Kansas City know that its editor and business 
manager wrung success out of a situation that 
would have overwhelmed less able, resource- 
ful and couragevus souls. 

Under Col, Hasbrook’s direction the busi- 
ness of the Commercial and Morning A dver- 
tiser shows marked improvement, thus proy- 
ing that his work is as effective here as in the 
West. His latest hit is the Twice-a-Week 
Advertiser, which was started six weeks 
o>. It now has about 26,000 weekly circu- 
ation. 


HOW “BOOK NEWS” IS RUN. 
From Town Topics. 

One of the proudest products of the Wana- 
maker establishment in the Quaker City, and 
one in which the Hon. John is reported as 
always having taken great interest in from its 
inception to the present time, is Book News, 
the literary journal wherein he puffs and ad- 
vertises the books which he sells at cut rates, 
for books at regular prices are his special ab- 
horrence. When this periodical was first 
launched forth it was principally noticeable 
as being of prime value to Sunday-school 
teachers in search of such works as could be 
safely selected to give to their tender charges, 
for anything bordering on the questionable 
sent the cold chills along the Calv:nistic spine 
of Honest John. But, little by little, the 
love of gain got the better of the Bethany 
Sunday School idea in the conduct of this lit- 
erary vade mecum. First appeared slight al- 
lusions to the French school of novelists, and, 
after its readers were allowed to know that 
such a school had an existence, careful re- 
views of Balzac’s least risgue works ap- 
peared, and were followed by the appearance 
of even “Cousin Bette’’ on the saintly 
shelves of the great junkshop. Then, and 
and that, too, just when, as Postmaster-Gen- 
eral, he had tabooed it from the mails, ap- 
peared the ‘* Kreutzer Sonata,” a large edi- 
tion of which, it was alleged, had been cor- 
nered in anticipation of a run, After this 
bold break toward liberty of conscience came 
a pirated edition of a noted English encyclo- 
pzdia, and readers of the once irreproachable 
pages came to the conclusion that the gamut 
of literary abandon had been run. But not 
so, for now the last issue of that once pious 
production contains a review of Zola’s latest 
work, and sad, sad to relate, the heavy, 
sensuous physiognomy of that salacious 
writer looks out at the reader from the front- 
ispiece. How are the mighty fallen! and 
how are the servants of the Lord overcome! 
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The Lock that can’t be Picked: 


Total, 1,110,036. 


Guaranteed and Proved. 








The Combination that can’t be Equallied: 


Homes Homes 
jomes Homes gol, Fieging, Rtn, OMe, 



























Homes Homes 

ELEVEN HUNDRED THOUSAND 
lomes Homes s - & 
omes Homes s. 3 s 4ome “mes 


Homes Homes 
The Key that can’t be Duplicated: 











[tH = OPEN ECRET eFATe OF MAINE, County ¢ Kennebeo. 1 wale i Gomaat, 
of Augusta, Maine, on oa jepose and say am owner 
s and publisher of * Comfort,” a monthly paper published at said 
Augusta, that the circulation of “ Comfort ” is over eleven hun thousand copies per 
month, and that the circulation for the month of August, 1892, was One Million One Hundred 
and Ten Thousand and Thirty-six (1,110,086) copies. Signed, William iH. . State cf 
Maine, County of Kennebec, August 2, 1 There Fe he iy a 
William H. Gannett, and made oath that the above davit = 
signed is true. Before me, A. G. Andrews, Judge of the Municipal Court, UNDER OATH. 
Augusta, Maine 
Comfort has nothing incommon with “‘ Lists,” “ Co-operatives,” “ Patent insides, * Syn- 
dicates,” or “ Consolidations.” It is the only paper of its kind. 
It reaches eleven hundred thousand families whose Po pare include everything from 
@ paper of pins to a piano and amount to hundreds of millions annually. 
e of all responsible agents, or of us direct. The Gannett & Morse Concern, Publish- 
ers, Augusta, Maine, Boston Office, 228 Devonshire St. New York Office, 23 Park Row. 





the above-named 
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TURNED THE TABLES ON HIM. 
From the Critic. 


There is nothing that pleases me better 
than to hear that some one—particularly some 
one in whom I feel a friendly interest—has 

ized a dream, in some way con- 
nected with his family told me, a year or 
more ago, that a son of the late Sidney Lanier 
was in New York, working dutifully at an un- 
congenial task, while hoping to find some- 
thing more to his taste. The work he was 
engaged in would have been regarded by the 
average young man as desirable enough. It 
was in a railroad office, where the duties were 
not hea nor the hours long. But Mr. 
Charles ier was not un average young 
man. He had inherited some portion of his 
father’s gifts, and he looked with longing 
eyes towards a literary career, For practice 
he wrote out of business hours for such jour- 
nals as would take his work, and not many 
weeks ago he was engaged by the Review of 
Reviews to write an article upon the Cosmo- 
politan and its new editor, Mr. W. D. How- 
ells. Mr. Brisben Walker, the proprietor of 
the magazine, invited young Lanier to dine 
with him and Mr. Howells at Delmonico’s. 
It was a delightful occasion for the young 
man, but he noticed that his companions in- 
troduced general subjects of conversation 
rather than the particular one on which he 
was seeking information. When the little 
party’ broke up, Mr. Walker said: ‘* You had 
ter come down to my house at Southhamp- 
ton, Mr. Lanier, where | we can give a quiet 
evening to the subject.” 

The invitation was accepted, and at the 
end of the quiet evening Mr. Walker said: 
“Mr, Lanier, [ have been drawing you out, 
and I find that you are just the man | want 
on the editorial staff of the Cosmopolitan.” 
To say that the young man’s heart beat high 
and fast hardly does justice tu its resounding 
thumps. He was not only flattered, but he 
felt all those delightful sensations a man ex- 
periences when he finds that the most agree- 
able a that could happen to him has hap- 
pened, and so easily and unexpectedly that it 
seems like fairy work. 


~ 


FOR SALE. 
Advertisements under this head 75 cents a line. 
ICK’S Mgeasinn —$1.00 per line, yearl: 
Va 200,000 circ, = - af 










































VICKS A MAGAZINE offers advertisers big 
cire.. low rates, good ret returns. 


pana UMS FOR NEWSPAPERS. EMPIRE 
CO., 146 Worth St., New York. 


yee ~ 4 is and le 20,0 cts. > re Hence 


Ppasnsome ILLUSTRATIONS for papers. Cat- 
alogue,2%c. AM. ILLUS. CO., Newark, N. J. 


4 fate Lines $1. 1 in. $3.50. 1 col 4 reel 55. 1 $156.80 
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Fons earns fine job an tral Ne =. newspaper o' 
located in Cen‘ lew York. Address “ mes 
Box, Hamilton, N 
FS, SALE—Complete electrotypii outfit. 
AS Compe application "bo A. E 
BUNKER! Omaha, Neb. 
Vee MAGAZINE clubs v Vg A eating 
at net cost of % cts. Send f special clreu- 
lar. 38 Times Building, N. Y. 
8 PREMIUMS—The Art Amateur’s queuatte 
Color Studies for copying oY 
MONTAGUE MARKS, 23 Union Sq., 


R SALE—60,000 addresses of m atl who 
mee seenity po ft. 7 
“W..” Box 01a New York City. aps 
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‘OR SALE— and Wi Re 
FY goyF live Pang panticea 
wails or Ratorest t for cash. Town of 1000. Ad- 
dress “ OPPORTUNITY,” car ” care of Printers’ Ink, 


1 00 000 enmea “Wesco iy St 
#201, and pay Forfatt Leen ac mini 


66 E think itan excellent ame” 
WE Price. ye — 4 Pande 
for $1.00. Printers using it hey w ey oud net 
be without it. Send size o: of prem. 
Gibbon, Neb. 


Boor and News Dealers s ree cupptied with sheets 
of ¢ Foreign Stamps priced from 1 to 
10 cents at 50 per cent. commmincion. ‘erence 
pee juired. There’s money in it. Address A. W, 
DUNNING, Los Angeles, Cal. (Drawer 962.) 





WANTS. 


Advertisements under this head, six lines or 
, one time, $1.00, 


W 4utap by sensible advertisers — Vick’s 
200,000. 


\ ] ANTED Copy for Oct. V Vick’s Mag. by Sept. 


5th or 10th. 
Waa mm NOT, pis Vick’ B Meg. —Snide or fake 
advertisers at any p 


7] ANTED — « Movs oe mediums that will 
bring results like Vick’s Mag.” —Alexander 
Medicine Co. 


WS = == to DRIVE a new 
weekly that must wae Address “ UP THE 
HUDSON,” Newburg! 


TANTED trade, “We g “ We get it by using Vick’s 
Mag. It is one of the _ profitable on 
our list.”—Beethoven Organ © 


JAMES OF LADIES who buy art materials 
i wanted (to ¢ PYF taeo E 
MARKS, Publisher, 23 Union Sa. -» N. 


7 ANTED—Second-hand outfit Pe @ country 
pow Paper. Send inventory, price and terms 
to “THE PECTOR,” Bath Beach, N. Y. 


W} J ANTED—Purchaser of of outrelins interest 
afternoon daily and week! $8,000 
Address" UBLISHER,” Box 76 765, Piai eld, N.J 


W ASTED- Two practical s solicitors and collec- 
tors on an evening and weekly paper. Per- 
manent News Re rs pay. Address, with ref- 
erence, NEWS, Renovo, Pa. 


W: ANTED—Position as editor of Republics 

or Ly peed newspaper in town of from 
bese to 8 habitants. Am a practical printer. 
Ge. 8., Box 584 Ravenswood, Chieago, Til 


WANTEDPnrey with some capital to take 
manufacture and gale of a new 
typesetting ting. device Simple ; 


e. Risk small and return in 
sieht. rs ord WHITE, 15 Wealiocon 8t., 


Wi it men to secure ORDERS FROM RE- 
pie, 5. for new cuts and written advertise- 


a 4 an — NEW 


ob ge ddresses of advertisers w oe are 
tired of firing into the air—hit or miss—and 
who prefer to — a letter to every man that 
hey want to reach. Write for imen Ss % 
TIGRAPH P PROCESS. A illiam 8t., 
Ae rereaers sepers great resul ts by this perso a 
solicitati 
V ~~ nts’ Names. Don’t want direc- 
tories or lists of + nee seekers ; but 
names of live agents. Provided you prove them 
such, we'll buy any time, if the’ price be reason 
able. Ro 4 nf whether you have 10 or 10,000, 
we THE ENE COMPANY, 


use 
50 Station L, New York. 


Als elderly gentleman, wh who can write coo 
tisements, a 24 who has noe Tet om 


rience Light x. 
Part or al or © all das Vay’ in New York. avant ‘ant a bright, 
m 
@ experis , wand ‘erences. 
“'B.” cate of Pri geal Ink, ns and ret 





ee oe ne 


un ee een 















EAL MASTERPIECES—An Elegant Fall Ad- 

» . L-~ gh ~4 business. 
RIFFITH, 

SorELL & oGaDY GO, Seuboosne. ‘Holyoke, Mass 


ANTED, aa The Little Giant Cyclo- 
meteesnes, © lib: in one 
¢ 


volume ; 82 onan id plates ; 513 
; ms bound ; Pe $1.00. Agents are 
from $5.00 to . Fo and 


r 
descriptive circulars, address W. WILSON, 
Pu er, 204 Broadway, Nev New York. 


W E want, what “everybody wan ; to make 
money 5 of all you. want to do is o ‘use labor- 


saving d wants expensive, trou- 
eneme duplicat ——— fe who has 
ting ‘y ni & CO} uu 
q Bu licator is the Rest “Chreulars. 
TENSINGER &CO.,1 , 1 Dey St. 8t., New York. 


wan address of every wholesale 
confectioner, druggist, grocer, mr ~ 9 
facturer, brewer, en < 


er, wine manu 
oy 


every one else selling or 

Candy Syrup and Burnt oe on 
send us ae our address will you 
posed. YDEN & PALMER. 19 Hudson ¢ reet, 
ew York. 


— + 
SPECIAL NOTICES, 


Advertisements under this head, two lines or 
more, without display, 75e. a line. 
V 


V Ic 
G RIT 


Vick'’s al. 
V10K's ai. 

Vicks Maa. 

V 1ck's Asal. 

AN BIBBER’S 

VICKS A to Z, &e. 

V ICK'S brings results. 

GPOKANE SPOKESMAN. 

V Ick’s Maa. Is it on your list! 

V ICK’S takes none but reputable ads, 

V 1Ck’s 200,000, only $1 per line yearly. 
GAVANNAH PRESS. Circulation, 4,800. 
[EVE'S INKs are the best. New York. 

VV ick's maa. Office $8 Times Bldg., N. Y. 
yrs MAG.—copy for Oct ! Send at once. 


Vs}. BAS. 110 first-class advertisements 
Sept. issue. 
J ICK’S is “ one x4 the most the most profitable. ”"—Beeth- 
oven Organ Co. 
Vie 7) is mat aad and popular. Its circ. 
ying. 


ety . A MULLINS MAILING AGENCY, Faulk- 
©? land, Del. 1,000. 
UFFALO omens ¢ proves | over 33,000 circula- 
tion. It will pay you. — 


ICK’S MAG. “Enter our renewal one yr. It ; 


pays.”’—Kelsey Press Co. 
A lagente GUIDE, New York. The leading et 
its’ paper. Send for copy. 


HOTEL GUIDE has a of “ getting 
y ” for the benefit of +h Cty 


eee ree INK. 
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*¢ pur IT IN THE POST,” South Bend, Ind. 
Only morning paper in paper in Northwest Ind. 


N EDICAL BRIEF (St. Louis). circula- 
i tion of any m dical journal in world. 
EWEY’S 


atv, sateen 
30c. line. Canad Siew ev Mamshbons Gas 


+ id MAG “ constantl 6 mos. 
VS jared wee Co. 


/pHE BR BRICKMAKER, cER, Chicago, Ill, twice a 

month reaches 4 users of panne ol 

Pereee. —DAVIS cna CO, No. 605 Seventh 
Washington, b. C. CHAR CHARGES MODERATE 


T= COUNTRY TOOTS, lOUTH, Milwankes, Wis 5,000 
readers. Reaches farmer 





ys. 5 cents a line. 

$1 50 For 5 lines 2% 8. Xcts. EN- 

«JU TERPRISE, Brock Cire. 7,000 
DVERTISERS’ GUIDE. aed on moet of 

stamp. STANLEY DAY, New —s J. 


Fr ARM LIFE, of Rochester, N. Y., - 

columns, monthly. Guar Guaranteed’ A=, 
UPERIOR Mechanical Engraving. Photo Blee- 

S trotype Eng. Co., 7 New Chambers St., N. Y. 
T IS BIGGER — THE TERRE HAUTE EX- 
_PRESS— -than any paper in Indiana outside 





.EWSPAPER CLIPPINGS. Any sub, a 
N —— Clemens News Agency, Sox £3 





K nia is Sereurht covered by THE KAN- 
\ SAS WEEKLY CAPITAL, Topeka, Kan , the 
leading farm and family newspaper of the State. 


( yUR a 5 so low A= we can’t buy 


ree ILLUSTRATED WEEK! WEEKLY, Topeka, fopel iaonple 


ipa PEOPLE'S ILLUSTRATED peo 
(monthly), aad Orleans, A Southern fam- 
ily it reaches Sou’rn homes. Adv’tiset 


I eo PUBLISHERS, Dm ob me cireu- 
ere and ptiee list of your directories to U 8 
es” .. L. Box 1407, Bradford, McKean 





Vs don’t circulate in —< cities. It’s a 
popu lar town and punt Se Ite readers 
have ir gardens and cultivate flowers, ete., 
from pure love. 


G ALAXY OF MUSIC, MUSIC," Boston, Mass.—We 

¥ prove what we say or no pay. Circulation 

for June, 19,585. Average for year. 23,148 copies. 
tes and sample free. 


re DEalang-u. Plummer & Co., 161 

N. Y., sell every ‘tind of paper 

Lm = 19 and —s" lowest prices 
Full thy quality of Printers’ I 


HE OHIO STATE JOURNAL goes to 
pate of the best Ly in central Obie. 
12,500 ; Week kly, 22,000; Sunday, 17,000. 
Realy all the leading general advertisers use its 
columns regularly. 


TT Bee | Annual Edition Co-operative 
Chart will be ready soon. Gives ments 
of er sar” Sueuranes associations. 
Mail Address H. LEAVEN- 
WORTH. ‘PUBLISHING CO. 1 co., Detrott, it, Mich. 
RiP Rowell & 6 to THE HE GALVESTON NEWS, b 
well & C Do. 2 Fret ang & Printese Ink, 
pte a beng hy | 


a= daily ra Fe 

goes well over the oe ‘of Texas.” For sample 

comes, ! rates of advertising, etc., address A. H. 
&CO., Galveston, Texa Texas. 


POI = BE > COMMUNICATION. —38 Times 
+’ Buil w York, ist, 1892. Se the 
Publisher of Printers ’ Ink: “ How cheaj nt 
advertise in Vick’s Magazine 1” is aq 
quently caked es The answer is ap }— F and 
convincing one. “148% copies for one 
yearly con’ for one inc’ yy This is bow 
figures out—I4 lines x 12 times — 168 lines, at 
$1.00 per line = ¢1) space in propor- 
a C we have but one price ev ’ 
teed lation for 


x 12), ¥ 400.000, a 4 si0e00. and you 


the 1. (200, 

42% copies. for one cent.” Argument is un- 
necessary Our 
circulation wilt - foe * it’s so. ours truly 
VICK PUBLISHIN , HP. Hi , See’y and 
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A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 

* Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices or For Sale, 
two lines or more, 75 cents a line; Wants, six 
lines or less, one time, $1.00. Advertisements 
must be handed in one week before the day of 
publication. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, SEPTEMBER 7, 1802. 





GEORGE WILLIAM CuRTIS, who died 
at his home August 31, was a repre- 
sentative of the highest and noblest 
qualities in modern journalism. In 
his early life Mr. Curtis was associ- 
ated with leading Adailies, but for the 
past forty years he-has been connected 
with the house of Harper Brothers, 
receiving, it is said, a yearly salary of 
$20,000 for his services on Harper's 
Weekly and Harper's Monthly. At 
the death of Henry J. Raymond it is 
reported that he was offered and re- 
fused the editorship of the New York 
Times. Probably the decision was 
wise, for daily journalism offers little 
opportunity for the cultivation of that 
graceful, leisurely, yet forcible style 
which has charmed so many readers of 
the ‘‘ Easy Chair” papers in the Har- 
per magazine. 


A DISTINGUISHED linguist informs 
us that the proper pronunciation of the 
word advertisement is undoubtedly 
with the accent on the third syllable, 
tise. He accounts for the existing 
difference of opinion in regard to the 
pronunciation of this word in the fol- 
lowing way: When the colonists from 
England came to this country they 
brought the language with them as it 
was spoken in their mother country. 
Americans have adhered closely to the 
original forms of pronunciation, and 
according to this authority, for a long 
while resident in England, now speak 
the purest English. The people of 


England, on the contrary, have made’ 


constant efforts to improve on the lan- 
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guage, though not always with good 
reasons for making such changes. The 
word advertisement, which at the time 
of the Mayflower was undoubtedly pro- 
nounced adverfisement, seems to have 
been made the subject of such a caprice 
in England, and is now commonly 
spoken in that country with the accent 
on the preceding syllable. The Amer- 
ican way of accenting the third syllable 
is, according to this gentleman, the 
only correct and defensible method. 





In the September Century, side by 
side with essays on the Italian Old 
Masters and the French School of Im- 
pressionists, is an article on ‘* The 
Pictorial Poster,” by that clever writer, 
Brander Matthews. It is, moreover,a 
serious consideration of the subject, 
and is illustrated by some dozen repro- 
ductions of foreign posters. Mr. 
Matthews manifests an inclination to 
apologize (for what .may appear to 
some readers of the heavy magazines 
as an altogether trivial matter), by ex- 
plaining that this is an age of little 
things and that the minor arts have 
their place in the hierarchy of the 
beautiful as well as historic painting or 
heroic sculpture. His inspiration 
seems to have been drawn in part 
from a book published in Paris in 
1886, in which the history of out-door 
advertising among the Greeks and the 
Romans and the modern French is set 
forth with the aid of colored engrav- 
ings. In the Century article the work 
of the various artists who design for 
the French lithographers is criticized 
and commented upon in detail. 

The Italian lithographs are character- 
ized as having ‘‘a broad richness of 
color,” similar to that found in Spanish 
bull-fight advertisements. | German 
posters are declared to be not com- 
parable with the French and British 
lithographic art, dull and lifeless, ‘* de- 
voted chiefly to things to eat, and to 
things to drink and to things for house- 
hold use.” The Pears people are 
sharply criticized—though not called 
by name—for using as a poster a fac- 
simile of ‘* Bubbles,” on the ground 
that its ‘‘ merits, such as they are, are 
purely pictorial, and in no wise decor- 
ative.” The picture of the two monks 
washing themselves with Pears’ Soap 
is considered better. 

American lithographers are supposed 
to produce first-class posters, but they 
are not honored by any reproductions 
in connection with Mr, Matthews’ 








os we 
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article—probably because their work is 
not ‘‘ decorative” enough, He writes 
of them as follows: 

In the ten or a dozen years since the first 
ers were put on stone here in the United 
es, there has developed a form of mural 

decoration wholly unlike anything which ex- 
isted before—unlike the Parisian, as I have 
just asserted, and unlike the American wood- 
cut which preceded it and made it possible. 
The new work is founded on a thorough 
knowledge of design of the harmony of color, 
and of the technical possibilities of the litho- 
graphic press. The result is of varying value, 
of course. It is often commonplace, dull, 
empty. It is sometimes violent and vulgar. 
It is frequently beautiful and delightful. 
There are many purely decorative ters, 

inted in soft and gentle tones, which are a 
delight to the eye both in design and in color, 
and which now give a zest to every chance 
ramble through the streets of New York. 

It is hardly necessary to remind Mr. 
Matthews that the purpose of the 
poster is purely utilitarian, and the art 
standard which he applies to it a ficti- 
tious one. In Paris, where art is the 
very atmosphere, the public may no 
doubt be successfully appealed to 
through this sense. But in New 
York or London the object is not 
‘‘mural decoration,” but the more 
sordid one of profit to the advertiser. 
Where the two can be advantageously 
combined, the advertiser is glad to 
avail himself of the opportunity. 

But this article on poster advertising 
in a representative magazine is sugges- 
tive. It shows that advertising is be- 
ginning to receive from the public the 
attention due it as a ‘‘ minor art.” 
Soon we may hope to see in similar 
position an intelligent review of news- 
paper advertising. We have heard 
that the subject was at one time con- 
sidered by a leading editor, but was 
avoided lest undue prominence should 
be given to some private business. 





Tr is a wonder that some advertisers 
do not pay more attention to their elec- 
trotype plates. Cheap contracts are 
made, the work is hurried out, and 
when the blocks are finished and sent 
away the advertiser cannot understand 
why he does not get full insertions. 
Much correspondence is necessary. 
The reason is that the plates have come 
off of their bases, or have been broken, 
and the newspaper man, obliged to lay 
them aside, trusts that the omission will 
not be noticed. No plate can wear well 
unless it is at least the eighth of an 
inch in thickness, and it ought to be 
still thicker. A sixth of an inch would 
not be too much. If there are no good 


places for the nails to hold, the plate 
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should be well mounted on a metal 
base. Indeed, it is a question whether 
a metal base should not be used on 
everything. -In making the shell, time 
enough must be allowed for the deposit 
of the copper. If this is cut short, the 
result will have very little durability. 


The Press on Wanamaker. 
From the Newsman. 


Printers’ Ink supplies a want in class 
journalism, and this fact alone is enough to 
warrant its admission to the pound rate classi- 
fication, The way the law is construed 
against it leads all who are impartial in judg- 
ment to the inference that its publishers are 
being persecuted. The head of the Postal 
Department cannot allow such an idea to gain 
headway, but if the law is clearly against 
Printers’ Ink, let the utmost prominence be 
given it. The editor of this journal reaffirms 
that the publishers of Prinrexs’ INK are 
being persecuted, while Book News and other 
publications that it could name are receivin; 
the benefit of the second-class rates. Will 
Mr, Wanamaker rise and explain? 


From the Tarrytown Times. 


Wanamaker has ruled point blank against 
Printers’ Ink. He decides in effect it is not 
one of “the bona-fide papers of the land,” 
and withholds second-class privileges. The 
arrogant imbecility of Wanamakerism has 
gone to seed, and will drop off early in No- 
vember next, 

From the Bishop (Col.) Register. 

The authorities do some queer things some- 
times. A ruling made by the Post-Office De- 
partment a short time ago may be a ing 
to law, but it seems rather to be the work of 
some self-important looking for a chance to 
make arecord. The factsare these: In New 
York is Published a weekly journal called 
Printers’ Ink. Its purpose is the dissemina- 
tion of information regarding the art of adver- 
tising. Its excellence makes it eagerly sought 
for by those interested in advertising in any 
way. The Department rules it out of the 
second-class (in which regular publications go 
at reduced postage rates) on about the ground 
that it is published to advertise the Rowell Ad- 
vertising Agency. Incidentally, and largely, 
too, it does this, but it is a periodical regu- 
larly published and read for its merit aside 
from advertising Rowell. When such intelli- 
gent and valuable journals as Printers’ Ink 
are excluded from low rate postage, and per- 
nicious flash literature of every kind, Police 
Gazette, ** Seaside,”’ ** Old Sleuth,” and other 
publications, which are books, not magazin 
are allowed full privileges, there is need o' 
some common sense being transfused into 
either Departmental employees or regula- 
tions. 

From the Arlington (Mass.) Advocate, 


This week’s issue of Printers’ INK con- 
tains two remarkable documents—one the 
letter of Postmaster-General Wanamaker to 
the publishers; the other running editorial 
comments thereon. Every objection raised 
against admitting Printers’ Ink to the mails 
as second-class matter is dis) of, and the 
rank injustice and petty spite of people con- 
nected with the P, O. Department at Wash- 
ington is discovered. Mr. Wanamaker occu- 
= a very unenviable position in this matter. 

et we question if the controversy has had 
the personal inspection of the Postmaster- 
General the letters indicate, It looks more 
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like the work of his private secretary (Cush- 
ing), whose close relations with certain news- 
paper men who hate anything connected with 
the name of Rowell, because he will not take 
their say-so in regard to circulations of their 
papers (they know a sworn-to circulation is 
not questioned by the editor of the Directory), 
but gives the estimate of an expert instead, 
makes him not only willing, but anxious to 
injure the firm of Geo. P. Rowell & Co. We 
may be wrong about this matter, but there 
are *‘ internal evidences’’ in the letter from 
the P, O. Department which, taken in con- 
nection with what was said at recent gather- 
ings of newspaper men in this State, point 
strongly to the person named as the author 
and the reason spoken of as the governing 
motive in what has been done, 
From the Belfast (Me.) Republican-Journal. 
The Yourna/ has taken no part in the con- 
troversy between Printers’ Ink and the 
Post-Office Department ; but as other similar 
publications have been admitted to the mails 
at second-class rates it sees no reason why this 
well-named and interesting weekly should be 
excluded, Perhaps, as officials are but human, 
Printers’ INK might have attained the end 
desired had it adopted less bellicose methods. 
We shall certainly be glad when the contro- 
versy is ended, as the space it now occupies 
can be more acceptably filled, so far as the 
average reader is concerned. But no printing 
office is complete without Printers’ Ink, 
From the Chelsea (Mass.) Gazette. 
Printers’ Ink, a journal for advertisers, 
published in New York, has a hard road to 
travel in passing through the mails. The 
publisher claims he has the legal right to 
send it along at second-class rates of postage, 
but Uncle Sam insists on third-class rates, 
which requires much more money, and Uncle 
Sam has his way. 
From the Edmond (Oklahoma) Sun. 
One of our best exchanges—PrinTerRs’ INK 
—is not allowed to use the mails as are other 
riodicals, We think the Postmaster-General 
as gone out of his way to make war on a pa- 
per that is of such importance to all print 
shops. It should be allowed to come in as 
second-class mail. _We hope to soon see the | 
day when the decision of the Post-Office De- 
partment wili be reversed. 








+o 
A REPRESENTATIVE OF THE COUNTRY | 
»APERS SPEAKS. 
From the Chicago Newspaper Union, 

Those who are raising such a great cry | 
against monopolies should turn their attention 
to the one gigantic monopoly of the United 
States Government—the Post-Office Depart- 
ment—which, under incompetent manage- 
ment in some of its branches, is becoming op- 
pressive to the legitimate business of the 
country. Particularly is this the case in rela- 
tion to the classification of printed matter to | 
be admitted to the mails. Without any 
change in the postal laws the rules governing 
the same are being so construed by arbitrary 
clerks as tu cause no end of inconvenience and | 
annoyance to honest publishers, Worthy 
publications are being interfered with and 
discriminated against almost constzntly. Priv- 
ileges that are denied old and established | 
i ournals are granted to new and inferior pub- 
ications without question. Rules established | 
by former administrations are being ignored, | 


and appeals by injured parties treated with | 


silent contempt. 
here is no question but that the course of | 


the Post-Office Department of the present |: 


administration will result in changing a large | 


Washington, 





number of votes to the opposite party at the 
coming Presidential election. We hear it 
from all sections of the country, and it comes 
with no uncertain sound, 


2000 fro tieP. OF pox tou Boston 
Dan’l F. Beatty, Wash’ gton, N, J, 

yond — DELIGHT, monthly magazine. Two 
would you. A. E. SPROUL, 658 Washington se 


» NAMES, New nes. 1000 f. 
AGENTS’ (nS cal Agency, 8t Lous, Ma. 
T, FITZGERALD, Washi 
C. TREE. 
a le.’ HARVEY A. I 
Geanal’ luis, ‘Towa. s — ee 
in Maryland. We be 

35, 000 Farmers gan vist 

MARYLAND FARMER, Baltimove. Man” 




















ORGANS, in “exchange for space. 
PATENTS ton, B.C. Aepage Book FR 
4 0 STO N. vertisers ike my ad big ad. ad- 














19 For a or E EL SPENCE cRIAN, 


Nickel PE N Ss Bway, N. 





For Advertisers ; lively, cheap, 

Bring trade ove time. Send 

a3 roofs free W. HAR- 
, Columbus, O. 


Always pays 








BL i Washi dvertisers. 
OPI NION ve So york 
Kate Field’s wh pay hel esate 


the people you want to reach 
when you adverti 
W ashington, D. c. 


YOUTH'S LEADER, 


NEW HAVEN, 


Over 40,000 copies ‘mone, 
D> Advertising, 30 30 cts. per agate line. 


ATTENTION, PLEASE. 


We make Good Cuts at a rates: 1 col. Pi 
= 75e. ; _e Buildings, $2.50 ; 2 ay Build, 
ff for boom editions. Try us 








The 
CHICAGO PHO. ENG. CO., 185 Madison St., Chi. 


rT be 55 A RARE BOOK 
| FOR MEN, 
Mailed Secure. 

P. 0. Box 108. 


10 Cents Silver 
Or Six 2 Cent Stamps 
NEW HAVEN, CONN. 





For holding Papers, — 

ia Anything. Clean, 

ght, Strong, Portable, 

b 4 In use all over U.S. 

Send for catal rt testi- 

monials. POPE RACK CO., 
St. Louis Mo. 








WATCHES 


Are— 
“the Best PREMIUMS. 
Address the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO., 
140 So. Third St., Philadelphia, Pa. 


$2! FIRST-CLASS CUR- 
h . JAIN DESK. | Four 
eek Bey ~ = mited 


we 
ft American Desk & Seatin 
270-272 Wan Age CHI aoe: 
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ERSEY y 2% aaa a. 


HEROLD DES ‘CLAUBENS 


Catholic German Weekly Py — t- at, St. Lone 
since 1850, gives best value 
lowest and no “cutting.” one you > Selon t 
German papers, or if you intend . all wide- 
ms advertisers do oo), oo lo nut omit the HEROLD 

ES GLAU take no substi 


[Did stisissesBoson eS 

























RELIABLE DEALING CAREFUL cane“ 


7” LOW ESTIMATES. «2 


SAN FRANCISCO CALL. 


Established 1853. 
Daily, 66,759—Sunday, 61,861. 


The Leading powmener of the Pacific Coast 
in Circulation, racter and Influence. 




















cash and a 


he balance in advertising. 

all abee, Cd and second-hand, and sell every- 
where. potogne om and terms free 

ROUSE, HAZARD & CO., 2X Street, Peoria, Ill 








[THE HoME CIRCLE, | 
ST. LOUIS, MO. 
75,000 Copies Each Month. 
An exceedingly desirable medium for 
GENERAL ADVERTISERS. 
Try 10 lines one time for €5.00. 
THE Home Circie Pus. Co., St. Louis, Mo. 


Auburn Daily Gazette 


The Liveliest Daily in Maine. 


Turf, Farm & Home, 


eile Horse Breeders of Maine and 
New England. Only papers in capital city. 
Population, 11,000. Shoe city of Maine. 
AUBURN GAZETTE CO., Publishers. 
J. W. BRACKETT, Manager. 


A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, 
ROBERT & LINN LUCE, 
68 Devonshire St., Boston, Mass. 


FOR WHOM Supply houses, 


that want ear- 

liest news of construction ; 

Business houses, that want addresses of 
Probable customers; 

One hundred class and trade papers; 

Public men, corporations, professional 
men, who want to get news, see what is said 
Qf them, or gauge public opinion. 
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ty can testify as 
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I write primers ;—adver- 
You pay me. 





. They do, you. 


E. A. WHEATLEY, Chicago, Tl. 


a at ng a "1 
rudgery, e 

have sorvente. All 
by the returns 
advertise- 
great me- 





caused 
from m 
ment in 
dium, 
THE AMEPICAN 


School Board Journal 


be tyr = the Publisher, 
of Chicago and Mil- 
waukee, a mone; 





Wite, that's what I cali 


a 83,000 per month 


Proved Average past Nine Months. 











Rates Lowest for 
quantity and quality of 


Circulation. 


Advertising in England. 


I will be glad to furnish accurate and specific 
intorensttep about the cost of any plan of — 
i su 








nglis! 
mitted without charge. As a tee of m 
responsibility I say that i am the Londen 
r presentative of ’ Ink, and I beg to 


refer specially to the following 


From H. H. Warner & Co., L’t’d, 
Proprietors sand Manuf’rs of Warner's “ Safe’ 


Remedies, 
% Clerkenwell Road, Lonpox. 
We have known Mr. 


F. W. Sears, iy: represen- 
tative of PRINTERS’ INK aS 


land, for several 
integrity and 
d also his ability to represent any 
American publication in land. 
(Signed) H. H. WA & CO., Ltd. 
Corsenpendonge invited. Address 
F. W. SEARS, Advertising Agent, 
138 Fleet 8t., London, 
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STUDY LAW 
Sate 8 Coes Es 
THE od oO K A N e Sprague Correspondence 
School of Law. (Incor- 


SPOKESMAN } fens tor persicae 


has 75 per cent more pas subscribers J. COTNER, Jr., 
than any other daily paper per published Sec’y, Detroit, Mich. 
within miles of Spo! ~ oy $12 Whitney Block. 


SEWING MACHINE fericc wring tit tia 
No Religious List complete withou 
a THE MACAZING OF CHRISTIAN LITERATURE | 
m copies and rates on a hew Yorx 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 
it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Spruce and William Sts., New York. 


Che Christian Advocate. 


Official weekly metropolitan newspaper of “‘ The Methodist Episcopal Church.” Circulation. over 

850,000 guaranteed. We invite correspondence from advertisers who would like to reach our 

people, aay Ghee whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th &t., New York. 


BUSINESS—<¢te make it pay.) 


Attend to it; in all details. Harmonize them; 
make them work together. Advertising, and all. 
That is our part of it. 








































































THE ROBINSON-BAKER 
ADVERTISING BUREAU, 
107, World Building, N.Y. 


THE CATALOGUE IS OUT. 


It is filled with good things for Premium users. NEWSPAPER MEN want 
it now while compiling Fall Offers. Soap, Tobacco, Novelty 
Manufacturers, Seedsmen, Coffee Roasters get 
suggestions from its pages. 


HIGH VALUE at LOW COST is the SECRET of SUCCESS 
in the PREMIUM BUSINESS. 


Send for the Catalogue, Net prices are in it. 


EMPIRE PUBLISHING CO., 

























146-148 Worth Street, - ~ - NEW YORK, 













we 











300,000 


population in Worcester 
County, Mass. 


90,000 


in the city of Worcester, 
the second largest city in 
Massachusetts. 

8,000 is the guaranteed 
and proven circulation of 
the Worcester Light, 
the only Illustrated Home 
paper in the county. 





Quality and Quantity of circulation 
will sell a good article every time. 

Highest Rates and Best Results of 
any paper in the county. 
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Are you ready for business? 
If you have anything that re- 
spectable and prosperous peo- 
ple should buy it will pay you 
to advertise in these papers: 

Of long standing and influence. 

With readers who believe in them. 

Different fields, each strong in its own, 
For acceptable advertisements 
we make the way easy and 
cheap into these rich fields. 





Put | Sunday School Times. 
, PHILADELPHIA. 
Them | presbyt a 
t bserver. 
On | National Baptist. 
Christian Standard. 
Your Presbyterian Journal. 
List Ref’d pew Moqeenger 
Are you entitled 


ee Recorder. 
ristian Instructor. 
to this easy and 

cheap way! 


Christian Recorder. 




















Over 260,000 Copies 
Religious Press 
Association 
Phila 





Long, Level ax» Clear 





are the heads of the people who 
use our advertisements. 

LONG —because they can see a long way 
ahead as to the profits accruing from 
our cuts. 

LEVEL—because they know we do our 
devel best to provide the best and most 
attractive matter. 


CLEAR—because the 


know they clear 


an immense profit on their regular 
use, 


THE PICTORIAL LEAGUE, 
ROOM 72, 3-4. 
Tribune Building, N. Y. City. 
ur firm name is being in,itated. Be 


eatnles Observer. 
It Pays to 
Advertise 


STRICTLY 
FIRST-CLASS 
GOODS IN 


The Arena 


Magazine 


Not high priced 
But high grade. 


ARENA PUB. CO., 
Copley Square, 











MASS, 





we Oo 
careful about the address. 





BOSTON, 











204 PRINTERS’ INK. 


THE Hews STSEE.: Womens Chive, Ghioage Badly Neus Tux “Greig wa 
The, matter of @ Club organ wi a ‘Grou, with Mrs. J.C. Grol, as editor wa 








THe THREE GIANTS, Peterborough, C 


made the organ, and pledged the s support of the 1 Federation. 


THE THREE CIANTS’ LIST. 


Circulates in over 25,000 post-offices (nearly every post-office in the United States and Canada), 


Canadian Agriculturist, Ladies’ Home Magazine, The Fireside Journal, 
PETERBOROUGH, ONT. 
















Orrice or G. W. Wyatt & Co., Watchmakers and Jewelers 
Peterborough, Ontario, April 4, 1892. 


Gentlemen—I placed an ad: a of our aap wehen and rings in your publications last 
ear and received most ifying results therefrom. oh to October 10 we received Nineteen 
undred direct pada Our new advertisement which followed, of a similar character, was even 
more successful in bringing us business. For the Ln months ending March 31 our sales of rings 


amounted to 585, and a corres) a number of watches. We intend ta ndvertiners in no other 
papers in future, as The Three Bian lis the bill. It is a literal gold mine to advert 
Yours truly, G. W. WYATT . & CO. 





Rates for the entire Combination, 40 cents per line. Send for Estimate. 


B. L. CRANS, 10 Spruce St., New York. 





Good Premiums 





Vs. Bad Premiums. 





A careful inquiry into the reliability of our premiums 
will always result in a verdict in our favor. 


THE UNIVERSAL WATCH, 


$12.00 Doz. to Publishers, 


acut of which we show herewith, is one - oe best arti- 
cles for aye that has ever been offer 

Space is too valuable to give it the dese — ais that its 
merits warrant, our list does that. Send for it. If you 
want to own one of these watches, send us $1.50, and we 
will deliver it free. If it does not give satisfaction, re- 
turn it and get your money back. 


R. H. INGERSOLL & BRO., 
65 CORTLANDT STREET, NEW YORK. 











Want advertisements will be 
inserted in PRINTERS’ INK at the 
What rate of fifty words or less, one 

time, for one dollar. Cash to ac- 
company the order. Continued 
Do advertisements or larger space 
charged at the regular rate for 
Goa other advertisements, viz.: 75 
cents a line each issue. 

Address PRINTERS’ INK, 
Want? 10 Spruce St., New York, 
enclosing copy and price for ad- 
vertisement to be inserted. 
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LLEN’S LISTS yrs oa 


nation of 12 monthly publications—are read by 





more prosperous people and in more hamlets, 
® villages, towns and counties in every State and 
Territory than any other mediums in America, 
It pays advertisers because the subscribers want 
their papers enough to pay good prices for them 


ronize advertisers. 


® year after year, and they are a class who pat- 
There are over three hundred shrewd patrons 


who know this by experience. Verbum-sat. 


: E. C. ALLEN & CO., Prop’s, Augusta, Me. 


The Memphis Scimitar 
aay The Model 

Newspaper 

of the 

Entire South. 


More perfect facilities and a better 
plant than any other Southern news- 
% paper. 

More rapid gains in circulation and 
influence than any other Southern 
newspaper during the past year. 

The railroad facilities of Memphis 

all being in favor of an evening paper, it 
is delivered by carrier in nearly one hundred towns on the day of its publication. 
Last month’s statement of circulation, properly attested, shows 


The Net Average Circulation to have been 9,851. 


No other paper in Memphis has as large a circulation as this. 

In the city of Memphis it has as many bona-fide subscribers as all its daily contempor- 
aries combined. THE Scimitar is the only Memphis newspaper which makes a detailed state- 
ment of its circulation, and the only one that throws open its circulation books and press- 
room to advertisers. Its circulation is constantly growing. Its advertising rates are very low. 

Rates and all other information can be had on application at the New York Office, 


41 Times Building, New York, R. A. Craig, Manager. 

















> 
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Still 


Another Good Point 
For BUSINESS MEN. 


THE GOLDEN RULE GROWS 


Has added for the past four years 
over 10,000 subscribers each year 
to its list. ; 
The best writers of the day contribute. 
The most active Church members 
of the country read. a 
‘Reach these people. 78,000 of them. They are buyers. 


For ‘Rates and Sample Copy address 


THE GOLDEN RULE CO., 


F. T. BURDETT, BOSTON, MASS. 
Adv. [igr. 

















PRINTERS, 


\. Let Us Reason Together. 





Our business is to give you a good article 


and charge you a fair pre for the same. 


Our aim and desire is to have you try 
our house and- be convinced of the merits 


of our claim. 


SEND FOR PRICES AND DISCOUNTS. 


W. D. WILSON PRINTING INK CO. (Ltd.), 


10 SPRUCE STREET, NEW YORK. 


























A RESUME. 






Its GROWTH. 








TYVELFTH YEAR. 


PRINTERS’ INK, 





On September 18th The Kansas City Star 
completes the twelfth year of its existence. 
From a small newspaper of insignificant patron- 
age and insufficient service, it has risen to that 








degree of popular favor as to possess : 
Four large perfecting presses, 
‘ Unequalled telegraph news service, 
Present Circulation Efficient corps of Editorial writers, 
four times as large 
as any other paper AS large local department as any New York 
in the city. paper, AND 
Has four times the circulation of any other 
daily in Kansas City. 
Place your business through any of the following prominent 
advertising agencies : 
- ° Dentess Intr. Ad 207 Bi as 
Baw your fev. ACENTS | Re oon d Baker, World fal } way. 
d H. Bates Adv. ncy, 38 Park Row M. Mi: Wineburgh, Tine ad Baiiding. 
rine -ti_s}7 2 Wall St. 
B pidigman, rin 1d, Bible House. “PHILADELPHIA ADV. ACCENTS. 
Bromfield Adv. Co., 658 Broadway. Pratt aCe. tN Oth > aaa St. 
Ade CINCINNATI ADV. ACENTS 
Andrew Cone; Tribune Building. optim iain . 
M. Compton. i50 Nassau St. Edwin Alden Co. 
T. H. Child, Times Building. SH. Parvin's Sons Co. 
£3 head, 154 Nassau St. Perey Proctor J 
L, H. Crall, 38 k Row. 4 
Cosmopolitan Adv. ncy, 6 Barclay St. CHICACO, ILL. 
yy te: Co., 27 Park Place. C. H. Fuller a cy ,.69 Dearborn St. 
liege Place. Lord & Thomas, doiph. 
EX. N. Erickson, Temp! oe L. Lloyd & Con “i Dearborn St. 
NW. Kean 9 Park Row BOSTON ADV. ACENTS. 
Frank Kiernan & Co., 152 Broadway Pettingill & Co., 22 School 8! 
R.C. Kenworthy, 39 Park Row. Boston Bureau of aes % Bromfield St. 
J. Walter Thompson, 41 Park Row. Carleton & ch, 50 Bromfield St. 
& Yormen, Be a | & F. David Milk St. a 
Mi Hcimerdinger, Wor ia nilding Hu ‘av. nies Washingto 
W. Hi Hick s, 150 ? Nassau ‘Bt. -s Colin G. Cameron 1 Summer St. sie 
J. G. Hill, $8 Park Ro T. H. Cahill, 235 Washi n St. 
W. H. H. Hull & Co, 154 Nassau St. A. B. Clark & Co. #0 Bromfield 8. 
EB pees Shannen 5 Beaet Hants w 
dD. . uu St. . n 
Lord &1 tos as, Tribune Building. 8. R. Niles,  Washingto St. 
J. Lane, Tribune Buil 3% OTHER J AGENCIES 
C. Meyen &Co., Tribune Building. . 
Cc. om hy, 196 Broadway. Nelson, Chesman & St Louts the 
National Adv. Co., > rane Building. Golden any a rome San Francisco, Cal. 
+4, dy. Agent Co. ekman St. Aiden & Yates, Buffalo. N. ¥. 
F. W. Nostrand, Tribune Building. Buffalo aay. Agency, Buffalo, N. Y. 
A. H. Page 13 Vese St. Savage & Fa: roit, Mich. 
J.W. Broad Jas. eee. Denver, Col. 
5. F. Phillipe Adv. A ney, 68 Warren St. George G. Powning, New Haven, Conn. 
George W_ Place 52 . Bennett, Portland, Ore., Marquam Block. 
ane Erect, | ane Se Faas Min 
Remi n Bros., Tribune Building. ‘A. L. Pope, St. Louis, Mo. 
*x * CIRCULATION * *x* 
Daily, Guaranteed, - 55,183 | Weekly, Guaranteed, - 83,736 
For further information address 
GEO. E. RANDALL, Manager. 
NEW YORK OFFICE, - - 71 TRIBUNE BUILDING, 
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"ORO PEOPLE 


—_—_— 


Gather in Response to an 
Invitation from the 
Press. 


WHAT A MERCHANT SAYS. 


He is Astonished That One 
Paper Should Wield so Great 
an Influence—Wonderful Suc- 
cess of the Free Concerts in 
the Parks. 


‘*The sight of this army of people 
at a Press concert is a positive revela- 
tion to me,” said Bernard E. Arons, 
the well-known Fifth avenue jeweler, 
to the writer during the Press free con- 
cert in Allegheny parks last Thursday 
evening, as both watched the sea of 
faces that surrounded the pavilion, 
listening to the sweet strains of the 
popular Cathedral band. 

**In fact, this is the first concert of 
the season that I have attended,” con- 
tinued Mr. Arons, ‘‘ but when I de- 
cided to furnish the music for to- 
night’s entertainment I made up my 
mind to be on hand. Although I am 
a lover of good music, and thoroughly 
enjoy seeing the thousands of intelli- 
gent, appreciative men and women 
brought here to hear the concert, my 
main object in coming over myself to- 
night was to ascertain if possible to 
what extent the Press is read by the 
masses.” 

** Well, judging from the multitude 
in attendance, you’ve not had to ‘ look 
for your answer in the stars,’ Barney,” 
jokingly remarked one of the little 
party occupying seats in the pavilion 
with the band. 

‘*No, I should say not,” replied 
Mr. Arons, ‘‘ and I am now convinced 
beyond all doubt that the Press is the 
most widely read newspaper in this 
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section of the State. No other paper 
in the city made the slightest mention 
of a concert to be held in these parks, 
yet look at that immense throng out 
there. Why, there are 20,000 to 
25,000 people here to-night. As but 
three or four concert notices were pub- 
lished, and those exclusively in the 
Press, it is an easy matter for one to 
decide how the people were attracted 
to Allegheny parks from all parts of 
the two cities to-night. 

“TI like to talk about this,” Mr. 
Arons went on to say, ‘‘ because I 
have used the Press as an advertising 
medium for several years.” 

** Have your ‘ads’ always brought 
satisfactory returns ?” asked the writer, 

‘* Invariably,” was Mr. Arons’ 
prompt reply. ‘‘ My first contract 
with a daily newspaper was made with 
the Press, and I have always regarded 
it as the leading and best advertising 
medium in western Pennsylvania. 

‘*Oh yes,” said he, in answer to an 
inquiry about other papers, ‘‘ I adver- 
tise in a number of city dailies, but 
none of them bring anything like the 
returns that I receive from your paper. 
I have had the best of opportunities to 
test the relative merits of the different 
mediums, and my experience is that 
the Press always brings more replies 
than any three papers in this vicinity. 
During the last year or two I have 
had a number of prize contests. Con- 
testants are required to clip my adver- 
tisement containing a coupon from 
any paper in which my card appeared, 
This is a fair test, and, as I said 
before, the number of answers from 
the Press has always been several 
times greater than from any other 
paper. Under no circumstances could 
I be induced to discontinue advertising 
in the Press,” concluded Mr. Arons, 
and as the band was playing the last 
bars of ‘‘ Home, Sweet Home” the 
little party broke up and the crowd 
dispersed. The eighth concert of the 
Press series was over. 

When Mr. Arons was seen to-day he 
expressed himself as highly elated with 
the success of the last concert, and 
said he was seriously thinking of giv- 
ing another before the series close.— 
Press, Pittsburg, Pa. 

S. C. BECKWITH, Special Agent, New 

York and Chicago. 


2+ 


Professor — What terrible affliction 
did Homer have? 
Pupil—He was a poet, sir.— Boston Beacon, 
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HICAGO 


That the papers published in Chicago will be read 
more by people living outside of that city for the next 
year than papers published in other cities is apparent 
to any thinking advertiser. Millions of people are going 
to attend the 


World’s Fair 


during 1893, and they are now interested, and will be 
more so when they have once visited the great city Fy 
the inland sea, where papers having 


00,000 weeny 


proved circulation can grow up and astonish the adver- 
tising world, as well as all others who are of a 
‘*Doubting Thomas” disposition. There are people 
in the U. S. who have not heard of the World’s Fair ; 
also, are? some advertisers who may not have 
heard of the big money other advertisers have made by 
using 


Boyce’s Big Weeklies 


In these papers the price is only 2-5c. per line per 1,000 circulation. The 
circulation proved weekly ; and any advertisement discontinued at any time at 
pro rata rate. The publisher of this List of Big Weeklies has inaugurated new 
principles in circulation as well as in the selling of advertising space so success- 
fully that they are being adopted by some of the largest publications in the world 








RATES PER AGATE LINE: 


SATURDAY BLADE, $1.00; CHICAGO LEDGER, 50c. ; CHICAGO WORLD, 
30c. ; the three combined, $1.60. Space through the agents or direct. 


W. D. BOYCE, Chicago, Ill, 
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The Paper 
of the South 
For the South 


Advertisers who are looking around for a live 
medium in which to place their fall business in 
Atlanta and throughout Georgia will find the 


Atl anta A POPULAR 
2-CENT EVENING Journal 


WITH A CIRCULATION OF 


18,288 & 15,863 


is the paper they are in need of. THe Jour- 
NAL is not subsisting on the reputation made 
for it by men who are now dead, but stands 
and thrives on its own merits, being conducted 
by live men, for a live community, and 


Live Advertisers 


will find that it infuses new blood and new 
life into their Georgia business. 








The JOURNAL, Atlanta, Ga. H. H. CABANISS, Business Manager. 


A Live 





NE 
TRIB BUILDING 
NEW YORK 


Paper Makes Gait 


ROOKERY 
GHICAGO. 





Business 
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OLDEST 
IN 2. «© « « 
YEARS. . . 


Netw ork gs Aberigt 


Estasusnen_(792) 


LATEST 
TR ar 6a 
ENTERPRISE. 


% 


WENTY-FIVE THOUSAND AND FIFTY 
copies printed last week for regular sub- 
scribers to the ‘“ Twice-a-Week” ADVERTISER, 
and the subscription senson not yet begun. 
Possibly we may reach 100,000 before the snow 


flies. No advance in rates until New Year’s Day. 


cS 


29 PARK ROW. 
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EC LUM BUS 


is heard a great deal ‘of nowadays, as 








everybody is interested in the great 





navigator and the World’s Fair. 


(COLUMBUS, OHIO, 


is named in honor of America’s discov- 


erer, and occupies the proud position of 
Ohio’s capital. 

It is a great city and has an unrivaled 
system of STREET CARS, all New! 
all Electric! A card (11 x 21 inches) 
in these cars knows no morning, noon 
or evening edition; it’s like the ‘‘ Brook,” 
and “‘goes on forever,” greetiay an au- 
dience of 40,000 daily. 


A good thing is self-observable ! 


FOR RATES, FOLDERS, &C., ADDRESS 


CARLETON & KISSAM, 


16 Board of Trade, Columbus, 0., 
OR 


50 Bromfield St., Boston; Rooms 198 & 199 Times Building, N. Y. 








as 
at 
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Every Town in Texas 


cannot have a daily of its own, and for that reason the 
old and the new settlers are up early in the morning— 
Texas is. not a prohibition State—awaiting at the 
railroad station or crossing the arrival of the train that 
brings the never-failing MORNING Post, 


The One Paper of Texas. 


One Line, 
One Inch, 
One Column, 
One Page, 
One Price. 
DISCOUNT FOR TIME—NONE FOR SPACE. 


THE POST 


OF HOUSTON, TEXAS, 
DAILY, % SUNDAY, ; WEEKLY, 


7,395 § 9,290 25,000 


THE Post carries more advertising, both local and foreign, 
than any other daily in Texas. WHY? They grtve the best 
results. The type for THE Post is set by the Mergenthaler 
Linotype Machine, and is, therefore, printed on brand new 
type every morning, giving a good, clear impression. 


The One Paper of Texas. 
The advertiser who uses THE Post 
NEW YORK y not only captures the time-honored 
ase aii) persimmon, but rakes in the whole 
tree, pole and man. 


The Houston Post, Tex., J. L. WATSON, Mgr. 




















ROOKERY 
GHICAGO. 
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THE EDITOR OF PRINTERS’ INK 


Wishes to know which are the six best advertisements that have appeared 
in his journal during the past six months—(see editorial in issue of Aug, 24). 
Here in my opinion is one of the six, reproduced from this page of June 29, 
May be there are those who can improve upon it ; read it over and let me 
‘know. Especially note the seal in the lower left-hand corner, and the self. 
evident alliteration opposite thereto ; they both mean something. 


St.Paul, 
Minneapolis. 


These twin cities are practically one, Together they form a metropolis 
of 400,000 people—being the seventh in size in the Nation. In fact, 
in commercial importance, trade and vast manufacturing enterprises, 
it'is one of the great centers.of the world. And here is located a 
newspaper which the world has taken note of— 


The Pioneer Press 
Daily, Sunday, Weekly, 








20,000 |} 22,000 || 20,000 
KNOWN CIRCULATION. 


It has virtually grown up with the great Northwest, for it has been estab- 
lished 43 years. When it was started St. Paul was a frontier settlement of less 
than 1,000 people, and Minneapolis was unknown ; the whole Territory of Min- 
nesota had less than 5,000 souls. The paper was a lusty youth nine years old 
when Minnesota was admitted to the Union of States, 


It was the oracle in the home and a power in the Northwest when men 
now in their prime and at the head of affairs in the great State of Minnesota 
were unborn. 


With age, wealth and influence, it occupies a commanding position in-the 
field of journalism, and is especially a home newspaper of the highest class. 


Prosperous 
Papers 
Pay. 

A. FRANK RIGHARDSON, 

Special Agent, 


Tribune Building, New York, | Cliamber of Commerce, Chicago, 
Represents only Newspapers of Known Circulation, 
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